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Choosing  artwork,  writing  the  message,  and 
selecting  locations. 

February  3rd 

(1)  ANYTHING  THAT  CAN  BE  SOLD  CAN  BE 
SOLD  BY  DIRECT  MAIL 

What  Direct  Mail  is  and  is  not.  Different  types 
and  techniques.  How  to  get  a Mailing  List. 
Planning,  Follow-up  and  Testing.  Practical 
“how-to”  suggestions. 

(2)  FILMS  CAN  SELL  GOODS  AND  IDEAS 
Commercial  uses  of  “movies”.  Color  vs.  Black 
and  White.  How  a feature  is  planned,  written 
and  produced.  A most  interesting  subject, 
illustrated  with  recently-made  films. 

February  10th 

(1)  HOW  TO  GET  FREE  PUBLICITY  IN  THE 
PAPERS 

Writing  Press  Releases  that  Editors  will  print 
—what  is  legitimate  publicity  and  what  is  not. 
A practical  study  of  “do’s”  and  “don’ts”  on  Free 
Press  Notices. 

(2)  ADVERTISING  IN  THE  INDUSTRIAL 
FIELD 

A detailed,  valuable  explanation  of  a special- 
ized and  often  neglected  type  of  advertising, 
which  presents  its  own  problems  and  requires 
specific  techniques. 

February  17th 

(1)  THE  DEALER  AND  HIS  PLACE  IN 
ADVERTISING 

A specific  case-history,  given  by  the  Advertising 
Manager  of  a nationally-advertised  product,  of 
his  Company’s  merchandising  and  dealer- 
relations. 

February  24th 

(1)  THE  MAGIC  IS  IN  THE  WORDS 

The  Message  of  Advertising— does  it  sparkle  or 
smoulder?  Selecting  the  right,  sales-potent 
words  for  copy.  Examples  of  good  and  bad 
copy.  The  thrill  of  creative  writing. 

(2)  THE  COMPLETE  CAMPAIGN 
Relation  of  every  phase  of  advertising  to  a pre- 
conceived plan.  Deciding  on  the  strategy. 
Putting  tire  campaign  into  action.  Checking 
every  phase  for  results. 

March  3rd 

(1)  WE  PLAY  “TWENTY  QUESTIONS” 

You  write  the  answers  to  20  questions,  and  you 
check  your  own  answers.  Nobody  but  you 
knows  how  much  you  have  learned  or  not 
learned.  Even  you  will  be  surprised! 
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(2)  “LOVE  ME,  LOVE  MY  DOG” 

A study  of  Public  Relations.  What  the  general 
public,  employees  and  shareholders  think  of  the 
Company  and  its  products  or  services  is  be- 
coming more  important  every  year. 

March  10th 

(1)  SO  NOW  YOU’RE  AN  ADVERTISING  MAN! 
How  to  present  and  sell  yourself,  your  ideas, 
your  work.  Keys  to  success  and  money.  This 
lecture,  by  an  outstanding  speaker,  is  the  high 
note  of  the  entire  Course. 

Guest  Lecturers; 

R.  W.  Allworth,  Superintendent,  Rapid  Grip  and 
Batten,  Limited. 

W.  D;  Ardell,  Sales  Manager,  Canadian  Car  and 
Business  Advertising,  Limited. 

Hubert  S.  Baxter,  Account  Executive,  Baker  Ad- 
vertising Agency  Limited. 

R.  V.  Birtwhistle,  Toronto  Manager,  Anderson, 
Smith  & Cairns  Limited. 

W.  D.  Byles,  Radio  Director,  Young  and  Rubicam 
Limited. 

Robert  M.  Campbell,  Vice-President,  J.  Walter 
Thompson  Company,  Limited. 

Wilfrid  A.  Campbell,  Assistant  Advertising  Manager, 
The  Toronto  Star. 

C.  R.  Conquergood,  President,  Canada  Printing  Inks 
Limited. 

Larry  Cromien,  Partner,  Peterson  Productions. 

J.  Daly,  Representative,  Hugh  C.  MacLean  Publish- 
ing Company. 

R.  G.  Fitzpatrick,  Account  Executive,  R.  C.  Smith 
& Son  Limited. 

Errol  Fraser,  Representative,  E.  L.  Ruddy  Company, 
Limited. 

Don  Henshaw,  Account  Executive,  MacLaren  Ad- 
vertising Company,  Limited. 

Richard  G.  Lewis,  Publisher,  “Canadian  Broadcaster 
& Telescreen”. 

Duncan  Maclnnes,  Manager,  Magazine  Advertising 
Bureau  of  Canada. 

R.  O.  McKeown,  Vice-President,  A.  J.  Denne  & 
Company  Limited. 

Allan  E.  Ross,  Assistant  Advertising  Manager,  Good- 
year Tire  and  Rubber  Company  Limited. 

Wilfrid  Sanders,  Director,  Canadian  Opinion  Com- 
pany. 

George  Sleightholm,  Advertising  Department,  To- 
ronto Star  Weekly. 

George  M.  Smith,  President,  Industrial  Advertising 
Agency  Limited. 

Robert  Syrett,  Proprietor,  Publicity  Associates  Inc. 

R.  Taber,  President,  Taber,  Dulmage  & Feheley. 

OTHER  LEADERS  IN  THE  BUSINESS  OF 
ADVERTISING 
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Application  forms 
may  be  obtained  from 


THE  DIRECTOR, 
University  Extension, 
Simcoe  Hall, 


UNIVERSITY  OF  TORONTO 


Phone  Midway  6611 
Locals  18,  21,  22,  23 


UNIVERSITY  OF  TORONTO 

■ | 

UNIVERSITY  EXTENSION 

evening  classes 

1952-1953 


course  in 

ADVERTISING 

sponsored  by  the 

Advertising  and  Sales  Club  of  Toronto 
beginning 

TUESDAY  EVENING,  OCTOBER  7tH,  1952 

Room  135,  McLennan  Laboratory 

king’s  college  road,  west  side,  north  of  college 


ADVERTISING 

TWENTY  LECTURES  TUESDAY  EVENINGS 

This  Course,  which  is  sponsored  by  The  Advertising 
and  Sales  Club  of  Toronto,  is  a concentrated  presentation 
of  advertising  principles  and  technique  as  used  in  modem 
business.  It  is  a practical  Course  designed  ( 1 ) for  young 
men  and  women  now  employed  in  advertising,  who 
desire  to  increase  their  all-round  knowledge  and  enhance 
their  value  to  employers,  (2)  for  business  men  whose 
firms  do  not  maintain  a separate  advertising  department, 
and  (3)  for  those  wishing  to  prepare  themselves  for  a 
definite  career  in  advertising. 

Special  attention  is  given  to  the  writing  of  both  publi- 
cation and  radio  copy;  to  newspapers,  magazines  and 
other  media  in  which  advertising  appears;  to  the  public’s 
attitude  and  response  to  advertising;  and  to  making  the 
dollar  expended  yield  maximum  results.  A number  of 
leaders  in  the  field  of  advertising  contribute  their  time, 
knowledge  and  experience  as  guest  lecturers.  An  open 
discussion  period  is  held  each  evening  at  the  close  of  the 
lectures,  when  questions  from  students  are  welcomed. 

The  Course  is  covered  in  twenty  Tuesday  evenings, 
from  7:30  to  9:30,  and  is  held  in  Room  135  of  the 
McLennan  Laboratory  on  King’s  College  Road.  The  first 
lecture  is  scheduled  for  October  7th. 

Course  Director:  G.  Alec  Phare,  Managing  Director, 
R.  C.  Smith  & Son  Limited,  Advertising  Agency. 

Assistant  Director:  Arthur  C.  Benson,  Business  Manager, 
R.  G.  Lewis  & Company  Limited. 

Place:  Room  135  McLennan  Laboratory. 

Time:  Tuesdays,  7:30  p.m.,  commencing  October  7th. 
Fee:  $16.00  for  complete  course.  Part  I— $10.00. 

Part  II-$10.00. 


REGISTRATION: 

By  mail  or  in  person  at  Room  232,  Simcoe  Hall  (second 
floor),  daily  from  9 a.m.  to  5 p.m.,  except  Saturdays. 


In  order  to  accommodate  students  and  enable  them 
to  enrol  early,  registrations  will  be  taken  the  week  of 
September  22nd,  Monday,  Tuesday,  Wednesday  and 
Thursday  evenings  from  7 to  9:30  p.m.  in  the  Mechanical 
Building,  King’s  College  Road. 
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1952  PART  ONE 

PREPARATION  AND  CREATION  OF  ADVERTISING 
Octpber  7th 

(1)  LET’S  GET  ACQUAINTED 
Introductory  talk  outlining  the  Course,  its  aims 
and  objectives. 

(2)  WHAT  IS  ADVERTISING  ALL  ABOUT? 
Advertising  is  as  old  as  the  Phoenicians,  as 
modem  as  Atomic  Energy.  Its  development 
and  place  in  today’s  business.  Advertising 
defined  and  applied. 

October  14tfi 

(1)  THE  WORKERS  IN  ADVERTISING  AND 
WHAT  THEY  DO 

The  People  in  Advertising.  Who  they  are- 
What  they  do  for  a living-How  they  do  it. 
How  to  get  into  Advertising  and  How  to  Stay 
there. 

(2)  WHAT  MAKES  ADVERTISING  TICK? 
Advertising  as  an  Economic  Force.  Human 
Needs  and  Desires.  Motives  for  buying.  Who 
pays  for  Advertising?  The  proven  appeals.  Its 
relation  to  Selling. 

October  21st 

(!)  LETS  WRITE  AN  ADVERTISEMENT— IT’S 

A practical  exercise  in  writing  Copy,  with  some- 
what unexpected  results-even  successl 
(2)  COPY  THAT’S  READ 

Writing  Advertising  Copy.  Principles  of  Appeal 
and  of  Construction.  What  the  Copy  Writer 
must  know  about  Emotions,  Senses  and  Instincts 
—also  about  Words  and  People. 

October  28th 

(1)  THE  IMPORTANCE  OF  HEADLINES 
Heads  and  Sub-Heads.  How  long  should  a 
Headline  be.  Sure-fire  formulas  for  headlines 
that  work  ’. 

(2)  MORE  ABOUT  WRITING  COPY 
Different  types  of  Copy.  Long  vs.  Short  Copy. 
Openings  and  Closings.  Amplifying  the  promise 
of  the  Headline.  Ethics. 

November  4th 

(1)  THE  ANATOMY  OF  AN  ADVERTISEMENT 
The  different  elements  of  an  advertisement  and 
the  function  of  each.  Measuring  advertisements. 
Five  functions  of  every  advertisement  which 
must  be  planned  for. 

(2)  COPY  THAT’S  LISTENED  TO 

Radio  copy.  The  difference  between  Eye  and 
Ear  writing.  Principles  of  Construction  and 
Appeal.  Good  copy  and  bad. 
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November  11th 

(1)  WHAT  TO  DO  WHEN  COPY  IDEAS 
“WON'T  COME” 

Proven,  working  formulas  that  produce  copy  as 
written  by  professionals.  You  listen— while  the 
Course  Director  goes  out  on  a limbi 

(2)  THEY  SAY  A PICTURE  IS  WORTH  10  000 
WORDS 

The  pattern  of  an  advertisement  in  relation  to 
copy.  How  the  layout  makes  an  advertisement 
eye-arresting  and  attracts  readership.  Roughs, 
Visuals  and  Comprehensive  Layouts.  Finished 
artwork  and  techniques. 

November  18th 

(1)  HOW  ARTWORK  AND  COPY  BECOME 
PRINTING  SURFACES 
Exhibits,  Slides  and  Lecture  explain  Photo- 
Engraving-Line,  Halftone,  BenDay,  Electro- 
types, Stereotypes,  Matrices,  etc. 

November  25th 

(1)  THE  ADVERTISING  AGENCY  AND  HOW 
IT  FUNCTIONS 

Agency  Men  and  Women  at  Work.  How  an 
Agency  serves  its  Clients  and  How  it  is  Paid. 
Its  relations  to  both  Clients  and  Media.  What 
do  they  do  for  their  15  and  2? 

(2)  COLOUR  IN  ADVERTISING 

The  influence  of  colour  on  everyday  life.  Its 
effect  on  habits,  health  and  emotions.  How 
colour  affects  both  advertising  and  buying.  How 
to  plan  the  use  of  colour  effectively. 

December  2nd 

(1)  WHY  PEOPLE  READ  ADVERTISEMENTS 
Who  reads  your  advertisement?  Why  is  adver- 
tising read— or  skipped  over?  How  to  gear  your 
advertisements  to  appeal  to  the  preferences  of 
readers. 

(2)  GETTING  THE  FACTS  BY  ASKING 
QUESTIONS 

Research  as  a means  of  finding  out  what  con- 
sumers really  think.  Determining  size,  location 
and  value  of  markets.  How  data  is  collected, 
tabulated,  and  appraised. 

December  9th 

(1)  WE  PLAY  “TWENTY  QUESTIONS” 

A Quiz  Review  of  what  we  have  learned.  Mark 
your  own  paper,  and  “let  your  conscience  be 
your  guide”.  An  interesting,  sometimes  sur- 
prising, way  of  checking  your  knowledge. 
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(2)  THE  FRENCH-SPEAKING  MARKET  IN 
CANADA 

Of  major  importance  in  planning  marketing  and 
advertising  campaigns,  this  lecture  deals  with 
the  scope  and  extent  of  the  French  Market,  and 
how  to  reach  its  buyers  successfully. 

1953  PART  TWO 

Application  and  Operation  of  Advertising 
January  6th 

(1)  THE  FUNCTIONS  OF  ADVERTISING  IN 
BUSINESS 

Advertising  as  an  economic  force.  Who  pays 
for  Advertising?  How  is  it  related  to  human 
needs  and  desires?  Its  effect  on  Standards  of 
Living  and  Prices. 

(2)  NEWSPAPERS-THE  BACKBONE  OF 
ADVERTISING  MEDIA 

Daily,  Weekly  and  Weekend  Newspapers— 
their  uses  in  Advertising  planning.  Display  and 
Classified  Advertising.  Rates,  Positions,  Circula- 
tions, A.B.C.,  etc. 

January  13th 

(1)  MAGAZINES-GENERAL,  CLASS,  FARM 
AND  SPECIAL 

The  uses  and  functions  of  each.  Their  Depart- 
ments, Readership,  Colour  Availabilities,  Length 
of  Life,  Mechanical  Requirements,  Merchandis- 
ing Services,  etc. 

(2)  TRADE  PUBLICATIONS 

The  Magazines  people  read  to  learn  what  is 
going  on  in  their  own  line  of  business.  The 
scope  and  extent  of  Trade  Papers  and  Technical 
Journals,  and  their  place  in  Advertising. 

January  20th 

(1)  RADIO  AND  TELEVISION  (STATIONS) 
Forms  of  Broadcasting,  Types  of  stations,  Net- 
work and  Local  Broadcasts.  Rates,  Discounts, 
Ratings,  etc.  How  to  select  Radio  Stations  and 
Times. 

(2)  RADIO  AND  TELEVISION 
(PROGRAMMING) 

How  the  Radio  Program  is  decided  upon  and 
its  relations  to  the  pfoduct  or  services.  How  it 
is  written  and  produced.  Commercials,  Talent, 
Writers,  Spot  Announcements,  etc. 

January  27th 

(1)  TRANSPORTATION  ADVERTISING 
Advertising  on  Street  Cars  and  Buses-Inside 
and  Outside.  When  and  why  it  is  effective. 
Art  and  Copy  Techniques.  What  is  costs  and 
how  it  is  checked. 

(2)  OUTDOOR  ADVERTISING 

A Slide-Film  presentation  of  Posters,  Painted 
Bulletins,  and  electric  Signs  and  Spectaculars. 
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